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I. Marketing Conditions 

Cambridge Full Flavor introduction is doing well at retail 
following the very successful introduction into the distributors 
and chain headquarters in Section 32. 


Chain Acceptance. 



Pending. 



Refused....... 


(Majors are: Bi-Lo 
165 st.; Elson's W.H. 
Smith 256 st.; Winn 
Dixie Atl. & Grnv. 

296 st.) 


Distributors in the Section accepted either direct or, if small, 
by purchase from another jobber or by exchange from our reps. 
Retail comments are good with the B1G1F selling very well. 
Couponing is also assisting in the sale of the product. Some 
gaps on the Lights packings are also being filled now that the 
family is complete. 

Cambridge Lights distribution in chains over the period remains 
unchanged. Distribution at retail remains good. Overall 
movement is good with the use of coupons a major factor. 

* Chain Acceptance.94% 

Refused. 6% (Majors are: Bi-Lo 

165 st.; Elson's W.H. 
Smith 156 st.; Winn 
Dixie Atl. & Gnvl. 

196 st.) 

Players Lights 25's sales are continuing to decline in the 
Section. The entire category appears to be flat. High SDI 
portions of the Section (Greenville/Spartanburg) are showing 
declines in distribution of 1.5%. While B1G1F does do some 
temporary good, we should be banding product locally to eliminate 
the overstock that already exists at warehouses and retail. 

Virginia Slims Ultra Lights 
Benson & Hedges Lights Box 

Both products were introduced to Section management for the start 
of the sell-in to direct and non-direct distribution. The option 
of delaying the B&H portion of the sell-in is being used in some 
accounts to insure acceptance due to the many products. No 
problems have been noted to date. Approximately 10 accounts have 
been presented to date. Only major to accept in this group was 
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Super Valu/Food Giant (35 Chain outlets and distribution in their 
grocery book). No problems are ever encountered with Virginia 
Slims in this Section. 

Philip Morris Sales remain down for the year. Recent price 
increase load-in has kept stock levels high. SAM/AM activity 
remains high to insure that all opportunities to obtain orders 
are acted upon. 

TAP/TAN activity has been slow due to the many meetings and 
vacations. Follow-up on Jacob Albright is hindered by the Contra 
hearing. Two of our targeted groups are involved with this. 

Hope to resume activity in August. 

Competitive Developments 

American Tobacco continues to promote the new MALIBU and PALL 
MALL FILTERS. Neither are selling in accounts located in the 
Section. 

Brown & Williamson introduction of CAPRI will be extending into 
South Carolina. Product is in distributors in the Columbia area. 
Falcon Lights (GA & SC) is selling poorly. More emphasis on 
Capri which is also not selling even with the two for one 
currently in stores. Trail but few repeats. 

Liggett & Myers is arranging for the display of the new L&M 30* s 
m South Carolina. No product seen as yet. 30 carton/40 pack 
display reportedly pays $223.00 for the period July through 
November. Also reports are they will offer $30 for 2 shelves on 
value center displays. 

Lorillard - none 

R.J. Reynolds speed invoicing for payments to retailers on 
coupons is the most interesting comment of the week. This would 
certainly assist us in handling the many problems associated with 
them. 


Trade Classes 

Distributor activity during the last period has been slow. 

Newton Tobacco move date continues to be the end of July. 
Piedmont Candy appears to have money problems solved, as per AM. 

Wholesale Grocer activity unchanged this period. 
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IV. 


Convenience/Convenience Gas activity shows Mr. B's (265 st) 
selling out to Charter Marketing. Will continue to operate for 
one year as it is. VP L. Grimsley is out. Owner/President Bob 
White will assume the position in the interim. Our buyer, Lori 
Snow, is still in place and was told to operate as usual. 

Majik Market conversion is slowly starting again. Appointment 
this week to meet the new VP Bob Morick and to determine the 
status of the "SUPER STUFF" program. 

Supermarket activity shows the recent A&P Picnic was a great 
success. The complete participation was 150. The joint effort 
by all Philip Morris Companies was a good first time effort. The 
rapport and down the road participation in our programs, I feel, 
will be better. Community Cash (43 st.) is continuing the 
conversion to NSS started several months ago. The count is now 7 
and will be complete in about a year. They have designed an 
attractive service department. Our efforts are now aimed towards 
participation in their design by the use of our OHPM and 
signage/display program. 

Newsstand activity at W. H. Smith/Elson * s (156 st.) shows our 
first temporary display to be erected in early August, B&H 
Lighter and 2 pack purchase. We are also in the first stages of 
preparing a contract to cooperate on the new display stand that 
will be installed in early October. The deal would give us 26 
weeks of promotion and signage. We would also provide bags and 
counter change display. 


SSM Key Account Contacts 


7/7/87 

Emro Mktg. 

Barry Selip 

Dir/Mdse. 

Standardization of 
M/4 Display program 
throughout the 
chain. Discuss new 
Plan A row changes. 

7/8/87 

Munford, Inc. 

Chris Duffey 

New buyer, explained 
programs. 

7/8/87 

Kroger/Atl. 

K. Overstreet 

Finalized Cambridge 
Full Flavor dist. 

7/9/87 

Golden Pantry 

Gary Hirano, 

VP 

Intro. Cambridge 

Full Flavor. 

7/9/87 

McLane SE 

John Moreland 
Peter Kahne VP 

Discuss business, 
overstock of 

Marlboro Menthol Lts 
(Roanoke Test) 
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Remainder of the month taken up with MPA II, Richmond, VS/B&H 
Introduction meetings and SSM meeting. 


V. Merchandising Programs 

Carton Merchandising Programs 

Plan A 

Proposal pending at Racetrac (118 st.). Several others that fell 
under the minimum are being represented with upgrades to be 
implemented during the next quarter upon approval. Bi-Lo will be 
implemented in August. 

Plan AG/AV proposals are still pending at Piggly Wiggly 
Charleston (96 st.) and ASP/Atlanta (58 st.). Prospect for A&P 
has improved with the receipt of an approval from corporate 
headquarters for AG/AV. 

Counter Merchandising Programs 

Plan B 

New signings: UNOCAL (15 st.) M-3 all stores. 

Special Merchandising Programs 

Cambridge Pull Flavor ADA allowance programs was conducted during 
the period. The results from AM's were good - 119 cases 
shipped/79 cases paid for. 

Philip Morris Carton and Package Fixtures 

Carton Rack presentations pending: Series 2000 Winn Dixie Atl. 

(94 st) 

All American 
Quality (10 st.) 
Both have been presented to 
buyers. The WD rack is being 
prepared to present to buyer. 
Actual fixture has been 
awaiting parts to replace 
some damaged in shipment. 

A-A Qual. is studying payment 
structures. 
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Associations and Conventions/Meetings 

MPA II Seminar Richmond, VA 7/13 thru 16. 


SSM Comments 


Progress in the SAM position, while satisfactory, is slower than 
expected. The good initial results have occurred but the 
similarity to the AM job is hindering the thinking for both the 
account and SAM. MPA II certainly brought us closer by providing 
the information promised to better plan for the presentation. I 
am looking forward to utilizing PUF when it is office functional. 


to 
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Package 


Modules: Munford Conversion — starting again. 

Fast Fare (138 st.) all stores w/single end ctr. 

OHPM UNOCAL — 5-8' Maxi 

Jim Wallace — 3-8' Maxi 


VI. 


Section Operations 


Continuing training of the SAM and their job function was 
performed in the period. Presentations have been jointly made to 
the SAM accounts. Objectives were set for accounts by the SAM 
and myself as a followup to an earlier session. With the initial 
coverage now complete on all accounts, the opportunities for PM 
are now more apparent. 

All managers concentrated on the promotions pending and the needs 
of accounts. This included ADA coverage, invoicing and auditing. 
DM training was on the maintaining of the Call Book and Cambridge 
Full Flavor,intro activities. 


VII. Sales Services 

No comments this period. 


VIII. Sales Development 

Trade gifts recently received for the B&H Box intro were supplied 
with sleeves that did not fit over the gift. The camera was 
excellent, but should have had the B&H logo somewhere on the 
camera itself for long lasting impression. 


IX. Media Development 

New contract at the Atlanta Fulton County Stadium apparently is 
still not signed. We did receive our baseball tickets but not 
the club membership as in the past. Football tickets are 
apparently still up in the air. If we are to do the types of 
entertaining that is expected, we need more notice to obtain even 
marginal tickets for the football season. 
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I. MARKETING CONDITIONS 


Cambridge Full Flavor/Lights - This introduction has 
met with success and has aided us in improving inventory 
depth across the board with force-outs on both Full Flavor 
and Light packings. 

Holdouts and Reasons 


M&M Supermarket, Savannah, GA (11 stores) - 
Presentation will be made on AV. Hopefully, this will gain 
their approval. 

Winn Dixie, Montgomery, AL (118 stores) - Refused due 
to competition with their generic. 

Winn Dixie, Jacksonville, FL (90 stores) - Pending. 
Waiting on sales increase on Cambridge Lights. 

Publix, Jacksonville, FL (61 stores) - Full Flavor 
pending headquarter approval at Lakeland. 

Breakthrough - Delchamps, Mobile, AL (96 stores) - 
Verbal approval on all Cambridge and Value Centers. 


Players Light 25's 

Sales are very slow. Several chains continue to speak 
of dropping the product. Much inventory at retail is 
reaching ship-back age. 

Competitive B1G1F are dominating the limited 25's 
market. 


Generic Brands 


Doral continues its dominance with heavy promotional 
support. 

Black & White continues its flat and declining sales. 
Even Winn Dixie, Jacksonville reports flat sales in spite of 
discontinuing Doral. 
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II. COMPETITIVE DEVELOPMENTS 


American 


. They are paying for space on Value Centers with the 
introduction of Malibu. 

. Malibu sales are not strong even with a $3.00 coupon 
offer. 

Gained additional space at Winn Dixie, J'Ville, with NSS 
payment. 


Brown & Williamson 


. Distribution of Capri is strong with their two for one 
promotions, however, sales have leveled off and most 
accounts feel Capri is a short-lived novelty cigarette. 


L&M 


. L&M has been chosen to make private label cigarettes 
for Huntley Jiffy stores. 

. Most current work is on behalf of Balck & White. 

. L&M 30's being tested in Savannah, GA. Ordered at one 
wholesaler only. Not yet at retail. 


Lorillard 

. Newport supported with $2.00 coupons. 
. True supported with $1.00 coupons. 


R. J. Reynolds 

. Promoting Winston, Salem, and Doral with $2.00 coupons 
and a 25C per carton display allowance to meet 
end-of-quarter load-in. 

. RJR is now claiming to match our payment dollars on 
Value Center fixtures in order to keep Doral. 
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III. TRADE CLASSES 


Wholesale/Distributors 


Brand proliferation by all companies is creating 
inventory level problems at wholesale, especially on lower 
share brands. 

These brands also offer excellent fill-in opportunities 
in direct chain accounts for the tobacco distributor. 


Supermarkets 

Winn Dixie, Jacksonville, FL (90 stores) - We have an 
opportunity to increase depth of inventory with a NSS plan. 
We currently are attempting to determine who is paying and 
how much. 

Delchamps, Mobile, AL (96 stores) - Verbal agreement 
gained on 6 Cambridge packings acceptance. Also agreed on 
endcap for value products in 60 stores and AV (4-Wide) in 36 
stores. 


Drug 


Nothing new to report. 


Convenience 


Charter Marketing, Jacksonville, FL (300 stores) - Has 
agreed to purchase Mr. B's (150 stores) in Georgia. It 
appears Charter is alive and well and in an aggressive mood. 

Huntley Jiffy, Orange Park, FL (325 stores) - Has 
agreed to place Marlboro Banners in 100 stores to support an 
ongoing 3 pack program test. 


Mass Merchandisers 


Nothing new to report. 
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IV. SSM KEY ACCOUNT CONTACTS 


7/22/87 Winn Dixie, Jacksonville, PL (90 stores) 

Wayne Gladden, Buyer - Presented Virginia Slims U. L. and 
followed-up on Cambridge Full Flavor. Indications are V.S. 
will be accepted, Cambridge FF continues to pend. 

Ken Collins, Store Layout - Discussed setup of 
cigarette departments. Ken indicated we would need to see 
store planning if department size is to be increased (This 
includes Div. Mgr.) 

Charles Winge, Division Manager - Contact made at new 
Marketplace grand opening. Discussed new store front-end 
design. 


V. MERCHANDISING PROGRAMS 


Plan A 


Commitment received from Delchamps, Mobile, AL to 
increase Plan A rows by 16 to 86 on in-line and 61 in stores 
with rack. 

Presentations for System 2000 made to Millers S/M, 
Crescent City, FL (11 stores), and M&M S/M, Savannah, GA (11 
stores). The outcome on both are pending with follow-up 
planned this week. 


Plan AV 

New signings will increase with updated payment and 
bonus schedule. This area will now be more difficult to 
track since most departments will be signed under Plan A. 
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Plan A-l 


The Section allocation has all been sold. Problems 
will always exist that more 30 carton displays are sold than 
we have. Good promotion. 

Certified Grocers A-l Test - Everything is in order to 
date. We fully expect to place all 1000 units. 


Plan B 


Objectives in this area center around prime 
positioning. Recent presentations have gotten positive 
responses from Buyers. 

We continue to need a more modular styled display. 

BV's have recently been represented to in-Section 
convenience chains. Response is pending, but more positive. 


VI. SECTION OPERATIONS AND ACTIVITIES 


Retail 


Relaxed cycling requirements certainly will aid in 
meeting upcoming Section objectives on Plan A, A-l, and the 
various new brand activities. 

We continue to cycle 86%+ of all territories within the 
Section. 

Special Assignment Representative has been assigned to 
cover the vacant Jacksonville territory until the STD 
vacancy ends. 

Territory coverage is being managed closer with respect 
to unneeded multiple contacts. 

POS placement requests during resort and normal 
coverage has Retail Merchandisers booked up. 
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Headquarter 

Brand Priorities - Virginia Slims U. S., B&H Lts., 
Cambridge. 

Merchandising Programs - Plan A, AL, AM, AV, BV, 
Certified Gro. Test A-l. 

Fixtures & POS - OPM's, Series 2000, 7-Wide and 4-Wide 
Marlboro Banners. 

AM's & SAM - Contacting accounts with regard to all of 
above. Results are coming. 


VII. SALES SERVICE 


The Section 33 Planning Desk computer is in and hooked 
up. The laser printer has not arrived. 


VIII. SALES DEVELOPMENT 


No new comments. 


IX. MEDIA 


Presentations to accounts using Act-Media gained good 
responses. Supermarket accounts apparently like to have this 
organization in their stores? should help Va. Slims Ultra 
and B&H Lts. Box. 
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X. ASSOCIATIONS/CONVENTIONS/MEETINGS 


Food Dist. of AL 7/9-11 Orange Beach, AL 

Attended by SHA Quinn and AM Castle. 

MPA II Seminar 7/13-16 Richmond, VA 

Attended by SSM Wren and MPA Eaton. 

SAM II, 7/27-31 Aspen, CO 

Attended by MPA Eaton and SAM Patterson. 

V.S.UL/B&H Lts. Bx Intro. 7/21 Jacksonville, FL 
Attended by Section 33 Management. 

SSM Meeting 7/24 Atlanta, GA 

Attended by SSM Wren. 


XI. SSM COMMENTS 


It would be most beneficial to be able to use Act-Media 
as needed to increase sales with accounts such as Winn Dixie 
on Cambridge. We have distribution in Jacksonville and 
Montgomery Divisions, however, merchandising is NSS making 
visibility and sales limited. 
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I. MARKETING CONDITIONS 


New P.M. Brands 


Cambridge Full Flavor — overall acceptance of this 
introduction remains positive at this time. Distribution 
accomplishments will continue to be provided via the weekly 
update. 

Virginia Slims UL and B&H Lights Box — the management 
meeting was conducted on July 21st, with good response by 
all personnel involved. This introduction is anticipated to 
be received very well by all accounts throughout the 
Section. Distribution accomplishments will be provided via 
the weekly updates, beginning with the report submitted 
Thursday, July 30, 1987. 


Philip Morris U.S.A. 


As previously reported, July '87 sales volume is 
projected to be "soft"; however, is anticipated to reflect 
the desired increases by the close of the 3rd Quarter '87. 


Industry 

Nothing new to report. 


II. MAJOR COMPETITIVE DEVELOPMENTS 


American 


Malibu — B1G1F, 30£ off per pack, and $3.00 carton 
coupons, reported in all three trading areas, with 
distribution projected to be 70-80%. B1G1F promotion 
appears to be generating relatively good pack sales; 
however, carton sales movement is reported to be very slow. 

Lucky[s — self-service carton inventories supported by 
$2.00/$3.00 coupons. 
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Brown and Williamson 


Capri — distribution in all three trading areas, and 
is anticipated to be approximately 75-85%. B1G1F promotion 
is generating good sales movement, with no impacted noted on 
Virginia Slims packings thus far. Repeat sales are reported 
to be minimal. A two-month carton promotion, reported to be 
paying $25/mo., does not appear to be generating any 
significant sales movement. Mass sampling activities 
reported in the Miami downtown area, conducted by B&W and 
agency personnel, utilizing 20's with B1G1F coupons or $2.00 
carton coupon attached — consumer response reported to be 
minimal. 

Falcon -- this product has distribution in all three 
trading areas, estimated to be at approximately 30-40%. 

Sales activity continues to be very slow. 


Liggett and Myers 

Eve 1 s — two pack purchase with a cigarette lighter as 
a consumer incentive is currently being featured. 

There have been no reports of a 30 pack introduction 
thus far. 

There is no current activity on the part of this 
competitor perceived to have any type of impact on PM. 


Lorillard 

Kent — two pack w/batteries; slow sales. 

Newport — 30 unit ethnic set/sell featuring a free 
lighter with a 3 pack purchase, supported by 25C coupons, 
are generating good sales in the targeted areas. 

True — cartons are supported with $1.00 coupons; 
however, do not appear to be generating any significant 
sales activity. 


R. J. Reynolds 

Magna — distribution in all three trading areas, and 
projected to be approximately 65-75%. B1G1F promotion is 
generating good sales, primarily in the Tampa and Orlando 
markets, with all reports indicating slow sales in the Miami 
metro area. Carton sales activity is reported to be 
insignificant currently. 
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Winston and Salem — $ 2.00 carton coupon support 
continues to generate what appears to be good sales 
activity. Reports of retailers receiving 259 prebooking 
discount, paid at the time the order is placed (up-front 
money). 

Doral — reports from the Tampa area of a perceived 
decline in coupon support; however, no decline in sales 
activity. 


Military 

Nothing to report. 


Generics 


The sales activity of the "black & white" generic 
products appears to be rapidly declining. Reports of 
accounts discontinuing these packing in favor of a branded 
generic product, which comes as no real surprise. Accounts 
throughout the Section anticipate continued growth of the 
category in conjunction with anticipated tax increases. 


III. TRADE CLASSES 


Wholesale 

Distributors 


Nothing to report. 


Wholesale Grocers 


Nothing to report. 


Supermarkets 

Family Market, Brandon -- Marlboro shopping baskets 
accepted in this eight store chain. 

Publix, Lakeland — the EMC presentation, scheduled for 
July 28th, has been rescheduled for August 4th, with Mr. Ed 
Crenshaw, Director of Store Operations. 

Xtra Supermarkets — the EMC has been initially 
rejected; however, follow-up will be made in mid-August with 
additional "incentives" provided at that time. 
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Convenience and 
Convenience Gas 


7-11, Sunshine & Tropical Divisions — M-5 conversions 
completed. 

Circle K — M-5 conversions completed. There has been 
no information received thus far relative to carton 
merchandiser installations. 


Drug Stores 


Eckerd Drug — the artist rendering of a custom 
designed department marker has been received, and will be 
presented shortly, with response provided. 


Mass Merchandisers 


Nothing to report. 


Liquor 

Nothing to report. 


Vending 

Lauren, Inc., Miami — this major South Florida vendor 
anticipates coming out of Chapter 11 proceeding some time in 
August '87. It is our understanding the New York operation 
will be sold, and the corporate offices relocated to Miami. 


Military 

Nothing to report. 

Price Clubs 

Nothing to report. 
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Returned Goods Salvage Program 
July, 1987 

Returned goods information will be provided under 
separate cover, submitted in accordance with the established 
due date. 


IV. SSM KEY ACCOUNT CONTACTS 


Date Account Contact Purpose 

7/7/87 Florida Candy & D. Schneider Cambridge 

Tobacco Manager B1G1F, Tax 

monies 

Delivered tax monies in conjunction with Cambridge 
B1G1F program. Discussed general business, trends, 
developments, etc. 


7/9/87 Southland Robbie Haben SAM 

Dist. Center Senior Buyer introduction 

Introduced SAM M. Caponera. Discussed general 
business, i.e., negative volume YTD '87, B1G1F 
program forced shipments, etc. 


7/9/87 7-Eleven, C. Donaldson SAM 

Sunshine Buyer introduction 

Introducted SAM M. Caponera. Discussed new carton 
fixtures, general business trends, developments, etc. 


V. MERCHANDISING PROGRAMS 


Area Managers are reporting of increased concerns on 
the part of chains regarding placement dates of displays. 
Competitive programs along with other merchandise programs 
all attempting to gain the valuable counter space is 
creating problems at the retail store level. The buyers and 
merchandisers are receptive to our programs overall, but are 
requesting that the promotions be placed during the time 
period agreed upon. 
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The recent Marlboro lighter promotion, while extremely 
well received, but due to the late delivery of materials, 
created some real compressions. Recommend a schedule of 
promotions be established well in advance, with adherence so 
as to minimize confusion and build creditability. 


VI. SECTION ACTIVITIES 


Winn Dixie Festival of Foods Trade Shows — 
registration for participation has been completed, with 
coordination with A. Mikelson, National Accounts, relative 
to booth activities, is being accomplished. 


VII. SALES SERVICES 


Systems 

A meeting is scheduled with Jim Medina, NYO, for July 
27, 1987, to discuss various suggestions for incorporation 
into MIDAS, i.e., fleet listing. Thanks for the follow-up. 


Fleet 


Good support and cooperation continually provided. 


Materials Distribution 

Centralized warehouse conversion will be completed and 
totally operational 8/1/87. This concept has been very well 
received by all involved personnel. 


Office Administration 


With receipt of the "Planning Desk" equipment on July 
21st, it would be greatly appreciated if the requested work 
station delivery date could be expedited. 


VIII. SALES DEVELOPMENT 


Nothing to recommend at this time. 
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IX. MEDIA DEVELOPMENTS 

Good support continues to be observed and reported 
throughout South Florida. 

ActMedia — reports indicate the featured brands to be 
on schedule. The upcoming programs, involving Virginia 
Slims UL and B&H Lights Box introductions should be very 
advantageous. 


X. ASSOCIATIONS/CONVENTIONS 


Nothing to report. 


XI. SSM MISCELLANEOUS COMMENTS 


Nothing to report. 


Source: https://www.industrydocuments.ucsf.edu/docs/ylxlOOOO 


2043945704 







2043945705 


Utw.i ®®RrycWHineifSBcsf.WPdodi^<IO 


CF* Trt 







Section 35 


7/87 


Page #1 of 5 


I. MARKETING CONDITIONS 


Cambridge Full Flavor introduction continuing. With final 
acceptance recently being gained with Kroger, Bruno's, and 
Big B Drug, no major account has refused the brand. The 
only problems reported concerned the shortage of coupons. 

Management introduction of Virginia Slims Ultra Lights began 
on 7/22/87. B & H Lights Box introduction to management 
accounts to begin on 8/24/87 


II. COMPETITIVE ACTIVITY 


American 


Malibu is continuing to be merchandised on carton fixtures 
with $3 off coupons and on pack displays with 30<? off per 
pack. Despite this, movement is very poor. 

Brown and Williamson 


Capri test market in Birmingham continuing. Retailers and 
distributors report good movement, but most agree that it's 
probably short lived due to the novelty of the brand. 

Recent Sunday supplement featured a free pack coupon and a 
$2 carton coupon. Sales have declined rapidly since 2 for 1 
product was consumed. 

Liggett and Myers 

/ 

Test market on L & M Lights 100's -30's to begin in August, 
but no further details are available. Test to be conducted 
in Knoxville and Nashville markets. 

Lorillard 


No changes to report. Continuing heavy $2 coupon useage on 
slower moving brands. 

R. J. Reynolds 

DM in Huntsville, Alabama retiring due to poor health. DM 
in Nashville retiring in August as a part of their early 
retirement program. 

Vantage 2 for l's reported in all markets. No other new 
developments to report. 

III. TRADE CLASSES 
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Distributor/Wholesale Grocers 


San Ann Tobacco, Boaz, Alabama has ceased operation. City 
Wholesale, Birmingham purchased all stock and will begin 
servicing their stores. 

We've gained 100% distribution on Cambridge Full Flavor with 
distributor accounts. 

Supermarkets 

Only supermarket account not accepting Cambridge FF is H. G. 
Hills, 16 stores, Nashville. Decision is still pending. 

The week of July 27, another Kroger store will accept our 
System 2000 fixtures and 10 of our special Kroger 1x2x1 
pack fixtures. DM Wayne Oglesby was very instrumental in 
gaining approval for placement from store manager. 

Western Supermarkets, Birmingham, has reportedly sold 3 of 
their larger stores to Delchamps, Mobile, Alabama. Also, VP 
Warren Kuntz is supposedly resigning due to differences in 
management philosophies. 

Convenience/Convenience Gas 


Kayo Oil, Chattanooga, has accepted our low profile OHPM's 
for 14 more stores. Excellent potential for a very large 
number of future placements. 

New account. Quantum Oil (Union 76), Birmingham, 9 stores, 
classified this month and AM Anne Wilhelm sold in counter 
blanace signs for all locations. Decision on OHPM's 
pending. 

Drug 

No new developments to report. 

Mass Merchandisers 


No new developments to report. 
Vending 

Nothing to report 


IV. SSM KEY ACCOUNT CONTACTS 


7/08/87 Bruno's SM, B'ham, AL Beth Dunaway, Dir, of Promos 

Ronnie Bruno, CEO_ 
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Purpose: Southern Women's Show 

Discussed our plans for upcoming show. As in the past, 
account will not allow placement of any floor displays, 
however, they will allow almost any type of POS we want to 
place to promote the show. Communication will continue 
until the show August 27. I feel we will gain a much 
improved relationship with this account due to our 
participation and I will report developments as they occur. 

7/08/87 City Whlse., B'ham, AL Butch Dichiara, Owner _ 

Purpose: General Business Discussion 

Discussed general business with Butch and Nick Zaden. At 
the close of business, entertained Butch on the golf course. 

7/10/87 H. G. Hills SM, Nashville, TN Sam Foster, Buyer/ 

Mdsr. 


Purpose: Cambridge, Plans AV/AM 

Again presented Cambridge to Mr. Foster and, as in the past, 
he's taken our presentation under advisement. Our package 
proposal amounts to over $28,000 in additional merchandising 
payments. To follow up in two weeks. 

7/22/87 Kroger, Nashville, TN Jay Winkler, Asst. Oper. _ 

J*_ 


Purpose: System 2000 

Discussed potential System 2000 placements in the Knoxville 
market. System 1000 and 10 1 x 2 x 1 package fixtures to be 
placed in Farragut store 7/24/87. 

On July 28, I will be attending a breakfast meeting with 
various Kroger management personnel to discuss upcoming 
opportunities with this account. Will report details in 
next month's report. 


V. MERCHANDISING PROGRAMS 


Carton Merchandising 


Plan A 


Overall penetration 91%; 97.4 category #1, 86.7 in category 
#2. Revised program being presented to accounts. The 
reporting instructions for this program generated a large 
amount of confusion. 
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Plan A-l 


All materials have been received for the August Marlboro A-l 
promotion. No problems reported. Anticipate full 
utilization. 

Plan AV/AM 

Western Supermarkets accepted 4 wide AV centers for all 16 
stores. No other major changes to report. 

Pack/Counter Merchandisers 


OHPM' s 


Thus far this year, 310 OHPM's have been placed, or 
approximately 2 per day. Penetration has risen to 16.1%. 

Plan B/M 

No major changes to report. 

Plan BV/BG 


Still awaiting shipment of BV displays to make placement in 
approximately 60 Discount Food Stores. Upon placment, FVB 
will be merchandise in the bottom of the display. 

Plan R 

No changes to report. 

Vending 

No changes to report. 


VI. SECTION ACTIVITIES 


Management meeting was conducted on July 21 to introduce 
Virginia Slims Ultra Lights and B & H Lights Box. These 
brands will be introduced separately to management accounts. 

Final preparations are being completed for the Southern 
Women's Show in Birmingham, Alabama August 27-30. This show 
will be in conjunction with Bruno's Supermarkets and will, 
hopefully, produce the desired results. 

Point of Sale Material 


Permanent 


to 


No major changes to report. 
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Temporary 

No changes to report. 
Material Over Produced 
No changes to report. 
Material Under Produced 
No changes to report. 


VIII. SALES SERVICES 


On April 10, we incurred $4,300 worth of expenses associated 
with Marlboro Country Music. This money has been due to the 
Birmingham Civic Center since that time and as of today, has 
yet to be paid. 


VIII. SALES DEVELOPMENTS 


No new developments to report. 


IX. MEDIA 


Nothing to report. 


X. ASSOCIATIONS AND CONVENTIONS 


Nothing to report. 


XI. SSM MISCELLANEOUS 


Nothing to report. 
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I. MARKETING CONDITIONS 

New PM Brand Introduction 
Cambridge Full Flavor 

The initial retail efforts, on behalf of Cambridge Full 
Flavor, are proceeding well. Retailer acceptance has been 
high, especially due to the availability of 2 for 1 product 
and our pledge to band remaining live product into 2 for 1 
units during the month of August. 

To date, all direct buy-in chains have accepted Cambridge 
Full Flavor with the exception of Meijer, which is pending. 
In the remainder of chain accounts, acceptance is running at 
above a 95% level. Distribution levels of Cambridge at the 
retail level have been in the 50% range. Some small 
retailers in low SDI areas of the state are awaiting 
receipts for the brand before accepting. We anticipate 
securing 70% distribution by months end. 

During the Cambridge Full Flavor introduction, Schiller Inc. 
of Bay City, Michigan, was given terms on their initial 
allocation. Extension of terms on this brand introduction 
will generate an additional 1.1 million units on Cambridge 
and will have a positive affect on distribution in accounts 
serviced by Schiller Inc. 

Economic Conditions 

As of April, state wide unemployment has declined to 8.5%. 
However, the states economic recovery, which began with the 
national rebound in late 1982, is about to be stalled by 
General Motor's plans to close seven plants in the state 
laying off 17,000 jobs. University of Michigan economists 
have forecasted the loss of an additional 25,000 jobs by the 
end of 1988 due to the auto plant cutbacks. They have also 
predicted a 9.5% unemployment rate for next year. At best, 
the state will be able to create only half of the jobs lost 
by the General Motor's closings in the next two years. 

An economic professor at Michigan State University has 
stated "if any more plants are closed this year, the state 
of Michigan will be in a recession with double digit 
inflation and high unemployment rates for the coming year". 

Industry 

Currently, Section 41 is down four tenths of a percent for 
month ending June 30, 1987. We feel one of the principle 
contributors to this decrease in volume was the fact that 
the Detroit Central Warehouse ran out of Marlboro Soft and 
Marlboro box on June 19, 1987. This created a deluge of 
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MARKETING CONDITIONS (cont'd) 

Industry (cont'd) 

phone calls from our direct accounts voicing their 
discontent with this situation. Richmond was contacted and 
we were told that this problem was happening nation wide. 
Many of our customers reported out-of-stock conditions on 
the above packings for four to five working days. I 
recommend that during a price increase, higher inventory 
levels be created in our central warehouses on Marlboro 
brands. This situation adversely affected overall sales 
volume in the Section for the month of June. 

The projected loss of jobs in the state of Michigan and the 
concurrent state of discretionary income should lend itself 
to the continued development of the price value category. 

We will be increasing our efforts to secure additional 
distribution on our price value brands throughout the 
balance of the year and beyond. 

A legislative meeting was held with Fred Upton on June 22, 
1987. Congressman Upton stated his opposition to all new 
taxes including excise taxes. However, he realistically 
felt that some increases in taxes would be made this year. 

He was very noncommittal in his remarks to us as to which 
new taxes he would favor. Apparently, he is trying to keep 
all his option open. He accepted the material regarding our 
position and he promised to review it. 


II. MAJOR COMPETITIVE DEVELOPMENTS 
American Tobacco 

Major emphasis this month continues on behalf of Malibu. 
Product is continuing to be shipped from the manufacturer 
with $3.00 coupons attached to they carton. American Sales 
Reps are working down the street coverage, but they are 
placing heavier contact emphasis on accounts with heavy 
generic and value volume. They continue to place 2 for 1 
promotions in both pack and carton outlets. Sizes of 
displays vary and retailers appear to be able to purchase as 
much product as they require. Currently, they are paying 
$4.00 for an 80 dump bin on the 2 for 1 and $2.00 for a 
30-unit 2 for 1 counter display. 


N) 
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MAJOR COMPETITIVE DEVELOPMENTS (cont'd) 

American Tobacco (cont 1 d) 

American has slowed placement on their new gray plastic 
value center reported last month. Their efforts are now 
being directed in buying space on competitive value 
fixtures. They are paying $3.00 per row with a maximum of 
$15.00 to $21.00 per month depending on volume of the retail 
account. Sales on the new Malibu are very spotty with high 
sales being reported in high SDI market. We have received 
some reports from retailers that consumers have been 
bringing back Malibu packs to the stores with complaints of 
a stale taste. 

Lucky Strike filters are being promoted in a three pack unit 
offering B2G1F. Displays contain 40 3-pack units with a 
retail payment of $3.00 for a two week period. Other Lucky 
promotions have been seen with B1G1F offered in a 30-unit 
display with a $2.50 payment to retailers. We have received 
reports that American will be adding an additional Sales Rep 
in the Grand Rapids market area. It is rumored that more 
emphasis will be placed on independent call coverage. 

Brown & Williamson 

Primary emphasis this month is continuing on the retail 
introduction of Falcon Lts. Sales Reps are continuing their 
efforts to gain further distribution on the brand. 

Currently, we estimate distribution to be at about 60%. 

They are still offering retailers $.25 off a carton during 
this introductory period. At retail. Falcon is being 
displayed in 40-unit 2 for 1 displays with $2.00 placement 
allowance. In other pack outlets. Reps are placing a 
4-carton plastic display featuring Falcon Lts. They are 
paying retailers $6.00 per month to increase the display 
visibility. Most of these displays have been seen in 
non-self serve locations. At the headquarter account level, 
B&W is offering chain headquarters a $1.00 rebate per carton 
purchased for the entire year. This rebate goes directly to 
the chain headquarter. 

Reps are continuing to place 2 for 1 displays on all 
packings of Richland. Payments is $5.00 for 80-unit 
displays, $2.00 for 40-units counter displays. Quantities 
for these displays appears to be unlimited. It is rumored 
that Sales Reps are placing permanent two-tier counter 
displays containing 30 packs of Richland. Payment is 
unknown. 


Kf 
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MAJOR COMPETITIVE DEVELOPMENTS (cont'd) 

Brown & Williamson (cont'd) 

Kool and Kool Milds are being promoted in 20 and 40-unit 2 
for 1 displays which pays $2.50 and $5.00 respectfully. 

Also placing 30 and 100 carton volume displays with $2.00 
coupons attached to each carton. Retail payments are $4.00 
and $10.00 respectfully. To support these displays, B&W 
Sales Reps are staging store give-aways that consist of free 
pack coupons, lighters, head bands, caps and other leftover 
promotional paraphernalia to improve overall brand presence 
in the inner-city market. 

Liggett & Myers 

L&M continues to offer a free Roger's picnic wear set with 
any carton purchase of L&M full margin brand. They also 
continue to offer a Jordache cigarette case which is 
attached to cartons of Eve 120's regular and menthol. Sales 
Reps are also offering retail accounts a cooler with any 30- 
carton purchase of L&M product. 

Featuring this month Eve, Lark and Chesterfield floor 
displays consisting of 60 to 75 cartons with all products 
having $2.00 off coupons and a retail payment of $7.50. The 
company is also promoting their Total brand on a 2 for 1 
promotion with a retail payment of $2.00 and $.15 off per 
pack to consumer. 

Lorillard 

Continued heavy promotion on behalf of Newport packings. In 
high volume outlets, Sales Reps are placing 75 to 90 carton 
floor displays with all cartons couponned at $2.00 off. 
Retailers receive $.20 off per carton display allowance. 

See attached report on Newport growth. 

Sales Reps continue their efforts to replace the old style 
True packings with the new Silver packing. During the first 
two weeks of June, Sales Reps were shuffling the old 
packings out of slow moving stores into the high-volume 
accounts to speed up the change over process. They are also 
placing $1.00 off coupons to aid in this change over. It 
has also been reported that the new cartons of True contain 
three $2.00 coupons inside the carton. 

Recent shipments of Max 120's have been arriving at retail 
with a $2.00 off coupon enclosed towards the purchase of any 
Lorillard brand except Max 120's. This appears to indicate 
an upcoming discontinuance of Max cigarettes. 
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MAJOR COMPETITIVE DEVELOPMENTS (cont'd) 

Lorillard (cont'd) 

In an attempt to combat competitive couponning, Lorillard 
Reps are attaching $2.00 coupons to all brands with heavier 
emphasis in accounts with competitive couponning. 

Promoting Kent and Kent III in 40 2-pack unit displays 
offering four free batteries with a 2-pack purchase. 

Displays pay $3.00 for a two week display. 

R. J. Reynolds 

R. J. Reynolds began the retail introduction of their new 
Winston Light box in July. Product is being displayed in 20 
and 40 units B1G1F and is supported by having permanent and 
temporary POS placements. Fair movement is noted to date. 
Also continuing heavy promotion of entire Winston family. 
Winston and Winston Lights are being promoted in 40-unit 2 
for 1 displays with a $3.00 placement allowance. Very good 
movement noted, 

Reynolds is placing 180-carton floor displays containing 
Winston, Salem and Camel products in high volume outlets. 

All product is couponned at $2.00 off. Retail placement 
allowance is $.15 per carton. We have also noted 40-unit 
B1G1F displays of same. It has also been reported that 
Reynolds is featuring a 350-carton display of Winston, Salem 
and Camel with $2.00 off. This display has a $160.00 
payment allowance. 

On June 29th, Reynolds began the retail introduction of 
Doral Ultra Light 100's. No special promotions have been 
noted at this time. 

We have noted a big change in regard to the Century brand. 
Reynolds is including one of two different brochures in the 
cartons of Century. One asks consumers their opinion about 
the new pack and to send in their response along with their 
name and address. The other brochure is a comparison of 
Century to some competitive products which estimates the 
values and savings. 

R. J. Reynolds' new overhead has been appearing in the 
market area. This unit consists of a cranking mechanism 
with a lessor quality than the PM overhead. They have also 
developed a permanent counter display which attaches legs 
onto this fixture and pays $15.00 per month. They have also 
developed a special counter display for Clark Oil. The top 
part of the piece is a logo for Clark Oil and the bottom 
portion advertises Winston. 

The Sales Rep located in the Sturgis, Michigan area is no 
longer with the company. We have no indications as to why 
he departed. 
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MAJOR COMPETITIVE DEVELOPMENTS (cont'd) 

Generics 

To date, very few of the new Red and Blue Liggett and Myers 
generic packs are showing up at retail. L&M has slowed down 
their dollar coupons on their generic cartons. The primary 
emphasis appears to be securing rows on value centers with 
a payment per row, but few retailers are accepting this 
proposition due to the larger payments from the other 
companies. 

B&W has three part-timers binding together Black and White 
generics at L&L Wholesale in Grand Rapids, Michigan. The 
banding consists of three packs of generics featured at 
$1.99. It has been rumored that B&W's Sales Force is 
pre-booking this promotion and the part-timers are working 
in conjunction with the wholesaler to distribute the 
product. 


m. TRADE CLASSES 

Wholesale Distributors 

Over the past several weeks, we have received numerous, 
negative comments regarding our recent price increase in 
light of May's Jacob Albright dinner rally which highlighted 
the devastating effects of a doubling of the federal excise 
tax. Although they are unhappy with all the manufacturers, 
they seem to place greater blame on PM due to the dinner 
rallies. 

Many wholesalers have also voiced their dissatisfaction with 
PM for only allowing full price buy-in of 100% of average 
weekly sales. They pointed out how much greater their 
profit opportunity was with the R. J. Reynolds and American 
programs. 

Wholesale Grocers 

Allied Supermarkets has been bought out by Vons, an out of 
state operation. Allied's local operation has renamed 
itself Meadowdale Foods Inc. New management has applied for 
direct buying status and we are currently awaiting approval 
of this transaction. Meadowdale will operate as it did 
under Allied. The only major change will be ownership. 
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TRADE CLASSES (cont'd) 

Vending 

We have secured details of B&W's 1987 placement program for 
placements of Kool 100's, milds, kings or filtered box. If 
B&W places the brand through a ride-with program, the 
payment will be $6.50. If the vendor places the brand, the 
payment will be $3.50 after completion and $3.00 after six 
months from completion of program. They will also pay a 
$2.00 bonus per column, per qualified Kool brand style if 
the placements are made by the vendor and completed within 
60 days of the presentation date. 

Supermarkets 

On July 10th, FVB Manager Dennis O'Neil, in the company of 
Area Manager Monica Arnone, signed an AV agreement with A&P 
for all 60 stores in the Michigan Division. As part of the 
agreement, A&P has accepted four packings of Cambridge. All 
fixtures include add-on shelves and security shields and 
will house Royale and Cambridge exclusively. At A&P's 
request, all fixture placements must commence on July 21 and 
22, 1987. All seven Retail Merchandisers were involved in 
this undertaking and did an excellent job of ensuring timely 
placement. Our thanks to Barbara Kastel, New York Office, 
and the back-up assistance of Section 43 for providing us 
with the necessary materials. Fifty-six of the 60 stores 
have been set. Four store managers refused placement and 
Buyer Jack Ronan has assured us that he will rectify this 
situation. Our timely followthrough on placements of these 
fixtures should be extremely beneficial as A&P Merchandiser 
Director, Joe Vokally, indicated his consideration of System 
2000 was contingent upon our ability to comply with their 
requested AV placement schedule. Our Sales Force has been 
informed to ensure that optimum fixture location is 
maintained and that AV's are properly stocked and 
merchandised. 

Eberhard Foods of Grand Rapids, Michigan, has discontinued 
Player Lights 25's due to extremely slow sales of same. 

Sales out of their warehouse were only averaging 16 cartons 
per week for 21 stores. 

The internal struggle for control of Chatham Foods in 
Detroit continues and has been the object of considerable 
press in the Detroit area. Chatham's Buyer informs us that 
until the status of the chains liquidity is determined, they 
will not be accepting any promotional programs. 
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TRADE CLASSES (cont'd) 

Convenience Stores 

GarbKo/7-11 has purchased 20 stores from Central Seven. 

With this purchase, it will increase the number of stores 
participating in our Plan B/M program by 20, which brings 
this to a total of 102 stores. Mike Pfeile, in New York, 
has informed us that 40 additional M5 displays will be 
delivered by July 10th. These displays will be used in the 
above mentioned account so as to maintain the continuity of 
our display program with 7-11. 

Convenience/Gas Outlets 

The closing date for the purchase of Four Star Service 
Stations by Farr View has been postponed until August. This 
is due to the need of Farr View ascertaining the condition 
of all Four Star station’s underground storage tanks. 

We have been informed that the entire Clark Oil chain has 
been purchased by Getty Oil effective July 1, 1987. Clark 
management will continue to make all merchandising 
decisions. Two Clark divisions, Taylor and Marshall, 
Michigan will be affected by this sale. A recent news 
article has suggested that this purchase in not final and 
agreement may not come to fruition. 

A presentation and follow-up meeting has been held with Bob 
Bruce and Dennis Lemmen of Admiral Petroleum on behalf of 
System 2000. Both Bob and Dennis expressed a strong 
interest in our new fixture at our initial presentation and 
agreed, during our follow-up presentation, to test the 
fixtures in two of their 25 stores. These fixtures will be 
placed on location in the next two weeks. We anticipate a 
successful test and placement of System 2000 in the 
remainder of the Admiral stores by years end. 

We have recently upgraded our Plan A contract with Crystal 
Flash of Grand Rapids, Michigan. We have gone from an area 
of choice to a third shelf primary contract. In addition, 
we increased our rows by an average of four per store. 

Gas Stations 

We are in the process of classifying all Texaco stations in 
Michigan per request of our National Accounts Department in 
New York. 
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TRADE CLASSES (cont'd) 


Drug Stores 

Arbor Drug's Buyer, Ken Wilk, will not accept Cambridge Full 
Flavor unless PM is willing to rebate their headquarters 
$1.00 per carton as Brown & Williamson is doing with their 
new Falcon brand. He does, however, realize that the demand 
for the generic category is growing and he will consider 
accepting Cambridge at a later date. Arbor has requested 
one additional PM package module for a photo taking session. 
They will consider PM pack fixtures vs Reynolds pack 
fixtures and make a decision on which rack to accept chain 
wide. 

Mass Merchandisers 

We have signed a new Plan A contract with F&M Discount. We 
have been successful in capturing the third shelf as primary 
in the 33 stores with this chain. This is a major 
breakthrough in obtaining a primary shelf with a large chain 
account in our market. The contract was signed on Monday 
July 13, 1987, for 62 rows. This will represent a 2,046 row 
gain. F&M is also considering the possibility of the 
placement of our AG fixtures in all stores to house value 
priced brands and generics. We will report on this as 
progress is being made. 

K-Mart Corporation has announced the sale of most SS Kresge 
and Jupiter stores to McCory Corporation. The agreement 
covers 76 stores in 21 states including inventory and 
fixtures in those outlets. 

Liquor Stores 

Nothing new to report. 

Other Retail Outlets 

Nothing new to report. 

Returned Goods 

Nothing new to report. 
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IV. SSM KEY ACCOUNT CONTACTS 

Admiral Petroleum Dennis Lemmen, President 

Grand Rapids, MI Bob Bruce, Buyer 

Accompanied Area Manager len Arkensteyn and SSS Roger 
McAlister for a presentation on behalf of System 2000. 
Admiral was very receptive to the presentation and has 
agreed to conduct a two-store test. One will be for in-line 
System 2000 and the other will be for free standing. The 
test will last for approximately one month, and at that 
time, we are confident that they will let us place System 
2000 in all 25 stores. 

Arbor Drug Ken Wilks, Buyer 

Troy, MI 

I accompanied Area Manager Monica Arnone for a presentation 
on behalf of wall mount units to be placed in 82 Arbor Drug 
stores. Currently, Ken Wilks is making a decision between 
our unit and R. J. Reynolds' spring load vertical face unit. 
He seems to be more interested in our unit because the wall 
mount unit occupies less space and creates an opportunity 
for generic and value brand non-self service displays, which 
will net them approximately 13,000 profit. A follow-up 
presentation will be conducted for the week of July 27, 

1987, when Ken will render his decision. 


V. MERCHANDISING 

Plan A/Compact Impact 

On June 24th, we conducted a management meeting outlining 
the elements of our new Plan A agreements. At this meeting, 
we discussed our intent to secure primary shelves where 
possible. We also reviewed the additional new tools that 
will be available to us, specifically the A/M merchandiser, 
which can be used in conjunction with the primary 
merchandiser. This tool will be valuable in assisting us in 
gaining additional merchandising space^in high volume 
accounts. We also stressed that these merchandisers cannot 
be used to bring an account up to our minimum row 
requirements. All managers are in the process of evaluating 
their accounts for these new fixtures and the row gains 
needed to bring us closer in line with our share of sales. 

On a Section wide basis, our primary objectives will be: 

#1. To gain Plan A agreements in the 268 qualified, yet 
unsigned accounts in the 300+ category. We anticipate 
penetrating 50% of these accounts by year end due to the 
flexibility of the new Plan A. 
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MERCHANDISING (cont'd) 

Plan A/Compact Impact (cont'd) 

#2. To upgrade the 68 accounts currently signed to 45-row 
agreements to meet minimum row requirements of our new plan 
A. We anticipate successfully upgrading 95% of these by 
year end. 

#3. To utilize row gap analysis information to identify row 
needs and upgrade space as needed.Plan A/Compact Impact 

To date, our efforts on securing primary shelves have been 
very successful. F&M Discount, a 24-store chain, has 
recently been signed to a primary shelf agreement. In 
addition, Crystal Flash, a 17 store chain, has recently 
upgraded to a primary shelf. We anticipate this trend to 
continue for the remainder of the year. 

Plan A—1 

All display materials for the Marlboro Auto Sports A-l 
promotion arrived on July 24, 1987, which was a week later 
than scheduled. This promotion has also been presented to 
all chain accounts. Acceptance has been excellent due to 
the brand popularity and quality of the incentive item. We 
anticipate 100% utilization of these displays and feel that 
this promotion is an excellent tie-in with the Marlboro 500 
race scheduled for August 2nd. 

Plan AG/AV 

With A&P's recent acceptance of our AV fixtures, we 
anticipate a total of 542 AG/AV's on location by the end of 
July. We are now in receipt of new AV contracts and the 
Sales Force is actively proposing both resigning of existing 
agreements and gaining new fixture placements. Retail 
response to our new payment schedule has been excellent. We 
remain confident of achieving our objective of 650 locations 
by year end. 

Plan B/Plan R 

We now have 3,298 B/M units on location, which is 49 units 
above our nearest competition. To compliment our counter 
display program, we have increased our BG/BV placements to 
2,298. With the current introduction of Cambridge Full 
Flavor, the Sales Force is utilizing BV's as a tool to gain 
distribution and increase placements. We continue to need 
additional BV units to meet field demand. 
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MERCHANDISING (cont'd) 

Vending Programs 

The Section total number of vending placements for 1987 is 
as follows: B&H Family-146, Marlboro Family-420, Merit 
Family-309, Parliament-0, Virginia Slims Family-73, 

Others-0. 

DataVend 

The preliminary run for Canteen Vending of Dearborn, a 498 
machine operation, has been received. An appointment has 
been scheduled the week of July 13th to review this report 
with the account for adjustments. We anticipate that we 
will be on line for reporting via DataVend for the third 
quarter. 

Ride-Withs 

Nothing new to report. 

RDA 

Nothing new to report. 

PM Fixtures 

During a follow-up appointment with Dennis Lemmen and Bob 
Bruce of Admiral Petroleum, we reached an agreement to place 
System 2000 in two of their 25 stores. These placements 
will be made in the next two weeks. We anticipate a 
successful test and approval for placment of System 2000 in 
the remainder of their 25 stores by years end. 


VI. SECTION ACTIVITIES 

The Detroit Grand Prix took place June 19, 20 and 21, 1987, 
and was once again very successful. Sampling activities 
provided excellent brand visibility. It is estimated that 
260,000 people were in attendance during this three day 
event. During the Grand Prix activities, a special dinner 
was held for Philip Morris employees and customers. The 
dinner was well organized and provided additional 
opportunities for social as well as business conversations. 
Customers in attendance made several comments on the 
excellent meal and facilities provided. Where as most 
materials arrived in sufficient quantities and on time, our 
jackets did not arrive as expected. Future recommendations 
or suggestions for this program consists of a golf cart to 
transport materials to sampling points and the elimination 
of small T-shirts by substituting them with larger sizes. 


CJ 


Source: https://www.industrydocuments.ucsf.edu/docs/ylxl0000 
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SECTION ACTIVITIES (cont'd) 


Additional tickets for customers would be appreciated due to 
the fact that many of our accounts have participated in this 
program in the past. To support the additional tickets for 
customers, additional parking passes would be greatly 
appreciated as well. 

A Section Management meeting was held on Tuesday, July 21, 
1987. The purpose of this meeting was to introduce Virginia 
Slims Ultra Lights and B&H Light box. All necessary 
overheads, as well as management sell-in material was 
available to us in support of Virginia Slims, however, the 
B&H Light box sell-in materials, as well as trade gifts and 
sell in samples did not arrive until after the meeting. We 
now find it necessary to redistribute this material via mail 
or special carrier. 

We are in the process of finalizing both sampling and 
sweepstakes activity for the Marlboro 500, as well as the 
guest list. 


VII. SALES SERVICES 

We have received our Planning Desk equipment, however, we 
have not received the furniture to place it on. 


VIII. MEDIA DEVELOPMENTS 


Nothing new to report. 


IX. ASSOCIATIONS/CONVENTIONS 


All information pertaining to the Michigan Food Dealers 
Association Convention has been forward to New York. We 
have recommended that we pariticipate as in past years with 
an exhibit booth during the trade show portion of this 
convention as well as other activities. 

King Michigan Distributors' First Annual Trade Show was held 
on July 15, 1987. We secured an eight foot booth a which we 
distributed sample 6's, displayed a PM overhead and 
advertising fixtures, and showed a video tape of our new 
System 2000 fixture. As a special for the trade show only. 
King reduced all cigarette prices by $.10 a carton. As a 
result, we wrote orders for in excess of 100 cases. 
Approximately 600 retail accounts were in attendance. In 
addition to the $.10 off, our competition was offering an 
additional $.10 to $.25 off per carton on select brands. As 
our competition is offering product discounts on an 
increasingly frequent basis at trade shows, we recommend 
consideration of a similar discount offer. 


M 
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ASSOCIATIONS/CONVENTIONS (cont’d) 


The Fontana Trade Show was held on July 22, 1987. This show 
provided an opportunity to conduct some good public 
relations activities. We participated by having a booth 
which displayed some of our merchandising pieces, i.e. 
overheads, AG's, counter displays and new brands including 
Cambridge and Virginia Slims Ultra Lights. In the future, 
it would be beneficial to be able to take $.10 to $.20 off 
per carton for accounts who wish to purchase product during 
this time. It is a trade show and many of the attendees 
expect a special promotion. This could be very effective in 
stimulating sales of new brands and/or slower moving brands. 


MISCELLANEOUS COMMENTS 


A local church has identified Philip Morris/General Foods as 
a leading sponsor of what they consider to be anti-christian 
TV programs. As they put it, this came as a result of 
monitoring major networks from September 7 through November 
19, 1986. A copy of this letter has been forwarded to Guy 
Smith in the New York Office. 


Source: https://www.industrydocuments.ucsf.edu/docs/ylxlOOOO 
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